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This paper deals with the overall background of Nagpur district. It describes the history, 
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1. Introduction 

Nagpur is one of India's biggest urban communities with a 

metro region population of more than 5 Million individuals. After 

Mumbai, Pune is the second biggest city in the territory of 

Maharashtra. It is situated around 100 miles inland from 

Mumbai, a coastal city. Pune has an exceptionally solid 

educational concentration with 9 colleges and more than 200 

educational establishments. Pune additionally has a becoming 

modern base, including IT organizations, assembling, glass, 

and sugar creation[3]. The automotive industry is entrenched in 

Pune. Programming and business process outsourcing 

organizations are likewise growing in the region. Likewise 

nearness of all real telecom service suppliers and their 

supporters guarantee right blend of respondents as required 

for this examination. 

  

 
Figure 1: Map of Nagpur city 

 

2. History of Nagpur District 

The name Nagpur showed up out of the blue on record in 

1oth Century. Nagpur city was established in 1702 A.D., by 

Gond King 'Bakht Buland Shah' of Devagad, on the banks of 

Nag River. That is the reason, the city was named 'Nagpur'. 

The oldest child of 'Bakht Buland Shah', Raja Chand sultan 

climbed on the royal position of Devagad in 1706, and moved 

his capital from Devagad to Nagpur and ruled Nagpur for a 

long time. After the passing of Raja Chand Sultan at Nagpur, 

the city again went into lack of definition and was step by step 

ruled by Bhonsle dynasty of Deor in 1742. In 1765 A.D., 

Nawabpur, Old Mangalwari, Shukrawari Tank, Hansapuri, 

Jaripatka, Rajabaksha, Rambagh and ltwari zones were set up 

and created in Nagpur amid the Bhonsle time frame. In 1853, 

in the popular skirmish of Sitabuldi, the Marathas lost the city 

to Britishers. Nagpur was at last incorporated into British 

residency in 1853, and the Britishers administered over Nagpur 

from 1853. In 1857, the impact of first India's freedom struggle 
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was felt likewise at Nagpur, which set out the establishment of 

numerous peaceful and non co-activity developments.  

 

3. Geographical Profile of Nagpur District 

Nagpur district is situated in the Deccan Plateau and 

falsehoods 312.42 mtrs over the mean ocean level. Since it is 

situated at geographical focus of India, the zero point of 

reference of India falls in this city. It is encompassed by 

Madhya Pradesh State in the north, Bhandara in the east, 

Chandrapur in the south, Wardha in the south-west and 

Amravati district in the north-west. The major thruways NH-7 

(Varanasi Kanyakumari) and NH-6 (Mumbai-Sambalpur-

Calcutta) and major railroads trunk course (Mumbai, Chennai, 

Howrah and Delhi) go through the citl. Vital Central and State 

Government workplaces and establishments are situated in 

Nagpur. The Industrial territory exists along the periphery 

zones like Kamptee, Hingna, Wadi, Khapri, Butibori and 

Kalmeshwar. Nagpur is 837 kms from Mumbai, 1094 kms 

south of Delhi, 1092 kms north of Chennai and 1140 kms west 

of Calcutta.  

 

4. Socio-Demographic Background Of Nagpur District 

Nagpur district lies in Vidarbha region of Maharashtra. 

There are 11 districts in this region to be specific Buldhana, 

Akola, Washim, Amravati, Bhandara, Chandrapur, Nagpur, 

Yavatmal, Gondia, and Gadchiroli. Nagpur district has 14 

tehsils to be specific Nagpur city, Nagpur rural, Saoner, 

Parseoni, Ramtek, Mouda, Kamthi, Kuhi, Bhiwapur, Umred, 

Hingna, Katol, Narkhed and Kalameshwar. It is likewise 

fascinating to take note of that Nagpur is one of the greatest 

and the most created district of the Vidarbha region and 

Nagpur city has a place with the category of four noteworthy 

urban communities in Maharashtra6[6] . As indicated by 2001 

Census, Nagpur district covers 9,892 sq. kilometers of territory 

and has 4,051,444 people add up to population, wherein male 

population is 2,095,489 people and female population is 1 

,955,955 people. The Scheduled Castes (SC) constitutes 

18.84 for each penny and Scheduled Tribes (ST) constitutes 

13.92 for each penny of the aggregate district population. The 

percentage of SCs in rural territories of the district is 17.53.7 

The SC population is very expansive when contrasted with that 

living in different districts in the Vidrabha region. The most 

noteworthy SCs populations comprising talukas in the district 

are Kamthi (22.12 for each penny), Kuhi (21.59 for each 

penny), Bhiwapur (21.51 for every penny), Nagpur rural (20.01 

for every penny), Parseoni (19.15 for each penny) and Saoner 

(18.92 for each penny). Upwards of 58 sub castes inside SCs 

are found and scattered everywhere throughout the district. 

Dominant part of them are Mahars, Bhambis, Mangs, Bhangi 

and Khatiks. In the rural zones, the most reduced rural SC 

population comprising talukas are Katol 8.11 for each penny 

and Ramtek 11.22 for every penny. 

  

Table 1 General Profile of Nagpur District 

S. No. Specific items Specifications 

1. Total Geographical Area 986550 Hectares 

2. Forest Covered Land 138000 Hectares 

3. Agricultural Land under Cultivation 
55800 Hectares (Net Area) 

 640775 Hectares (Total Area) 

4. 

Public Health  

Hospitals 23 

Dispensaries 129 

Primary Health Center 46 

5. 

Co-operation  

Co-operative Organisations 4248 

Primary Agriculture Co-operative Credit Societies 596 

6. 

Education  

Universities 2 (Nagpur University, Sanskrit Universirtv) 

Educational Degree Colleges 22 

Medical Colleges 3 

Educational Schools of Various Branches 97 

Pre-Primary Schools 1029 

Secondary Schools 177 

Industrial Training Institutes 33 

Indira Aavas Yojana Beneficiaries 10565 

Irrigation Wells 1352 

School Building 127 

 Dalits Colony Community Temple Building 53 

7. Social Welfare  

 Hostels for Backward Class Students 5 (boys) 4 (girls) 

 Ashram Schools for ST & NT Students 9 

 Schools for Handicapped 21 

 Old-Age Homes 3 
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As per 2001 Census, the sex proportion of aggregate 

population of the district is 933. while in the rural regions it is 

936 and in urban zones it is 932. Sex proportion among the 

SCs population[6] is 935 of which it is 936 females for every 

1000 guys in the rural zones while in the urban territories it is 

935. The most astounding sex proportion of 986 females for 

every 1000 guys is in Bhiwapur tehsil, while the least (905) is 

in the Narkhed tehsil. Curiously, four tehsils have intercourse 

proportion over the district average proportion, while staying 

nine tehsils have underneath the average proportion of the 

rural zones in the district.  

 

The percentage of aggregate work investment in the 

district is 37.8 of which the general category is 37.3, SC is 37.1 

and ST is 25.6. The percentage of fundamental workers to the 

aggregate workers of the district is 83.4, of which the general 

category is 84.9, SC is 80.4 and ST is 79.2. The percentage of 

minimal workers to add up to workers in the district is 16.6 of 

which the general category is 15.1, SC is 19.6 and ST 20.8 

(Census, 2001 ) 14• Finally, the percentage of cultivators to 

add up to workers in the district is 15.7 of which the general 

category is 16.1, SC is 10.2 and ST is 12.6. Further, the 

percentage of aggregate agrarian workers to add up to workers 

in the district is 24.0 of which general category is 21.3 for every 

penny, SC is 25.8 and ST is 37.4. 

 

5. Distribution Of Customers On The Basis Of The Service 

Providers 

The important service suppliers in Knagpur city are Airtel, 

Aircel, BSNL, (Hutch) Vodafone, Idea and others. It is 

imperative to examine the conveyance of customers based on 

their service suppliers keeping in mind the end goal to break 

down their loyalty, switching conduct, desire and perception on 

the service nature of the service suppliers[8]. The conveyance 

on that sampled customers based on their service suppliers 

are displayed in Table 2. 

 

Table 2 Distribution of customers on the basis of services providers 

Sl. No. 
Name of the Service 

Providers 

Number of Customers in Total 

Youngsters Elders  

1. Airtel 112 78 190  

      

2. Aircel 105 61 166  

      

3. BSNL 93 102 195  

      

4. Vodafone 72 45 117  

      

5. Idea 49 26 75  

      

6. Others 35 22 57  

      

 Total 466 334 800  

      

 

 
Figure 2: Graph showing Distribution of customers on the basis of services providers 

 

Table 2 clarifies that the important service suppliers 

among the customers in the examination are BSNL and Airtel 

which constitute 24 and 21 per cent total. The customers of 

Airtel constitute 20.00 per cent to the total. The service 
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suppliers are arranged into two important classifications, 

namely, youngsters and elders. The important service supplier 

among the youngsters is Airtel and Aircel which constitutes 

24.03 and 22.53 per cent to its total. The most important 

service suppliers among the elders are BSNL and Airtel, which 

constitutes 30.53 and 23.35 per cent to its total separately.  

 

The new customers, namely, Idea and spice are 

exceptionally prevalent among the youngsters than the elders.  

 

Personal Income among the Customers  

It shows the income inferred by the customers through 

every single conceivable wellspring of income accessible to 

them. Since the personal income among the customers may 

influence increasingly the determination of CELLULAR service 

supplier and furthermore in breaking down their service quality, 

it is incorporated as one of the profile variables[11]. The 

personal income among the customers in the present study is 

characterized into under `4,000; `4,000 to `8,000; `8,001 to 

12,000; `12001 to 16,000 or more `16,000. The circulation of 

customers based on their personal income is clarified in Table 

3.

 

Table 3 Personal income per month among the customers 

 Level of Education Frequency % 

1 Less than 4000 67 8.37 

2 4000-8000 112 14.00 

3 8000-12000 235 29.37 

4 12000-16000 246 30.75 

5 Above 16000 140 17.50 

 Total 800 100.00 

 

 
Figure 3: Graph showing Personal income per month among the customers 

 

The imperative personal incomes among the customers, in 

the present study are `12,000 to 16,000, or more `16,000 

which constitute 30.75 and 17.50 for every penny to the 

aggregate, individually. The quantity of customers with the 

personal income of under `4,000 constitutes 8.37 for every 

penny to the Total. The Percentage of incomes of `8,001 to 

12,000 is 29.37 for each penny to the aggregate. What's more, 

under 4000 and 4000-8000 contains 8.37 and 14.00 separately 

of aggregate.  

 

Level of media exposure among the customers  

It speaks to the level of exposure with the distinctive 

media of the customers. The higher level of media exposure 

may build their level of expectation and perception on the 

service nature of services offered by the providers. In the 

present Study, the level of media exposure among the 

customers has been estimated with the assistance of pertinent 

statements. The level of media exposure among the customers 

is limited to fewer than 2.0; 2.00 to 3.00; 3.01 to 4.00 or more 

4.00.  

 

The appropriation of customers based on their level of 

media exposure is given in Table 4. 

 

Table 4 Level of media exposure among the customers 

 Level of Media Exposure Frequency % 

1 Less than 2.0 117 15.72 

2 2.0-3.0 154 19.25 

3 3.0-4.0 230 28.75 

5 Above 4.0 299 37.38 

 Total 800 100.00 
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Figure 4: Graph showing Level of media exposure among the customers 

 

The imperative level of media exposure among the 

customers is over 4.00 and 3.01 to 4.00, which constitute 

37.38 and 28.75 for every penny to the aggregate, separately. 

Among the customers, these are under 2.0 and 2.0 to 3.00, 

which constitute 15.72 and 19.25 for every penny to its 

aggregate, separately. The level of media exposure is 

recognized as higher among the customers.  

 

6. Source of Information About The Service Provider 

The customers may have diverse sources of information 

about their service providers. The source of information about 

the service providers is more vital for some approach 

suggestions identified with the media of correspondence and 

advertisement about the service providers. It is likewise helpful 

to recognize the intense source of correspondence among the 

youths and seniors. It is incorporated into the present Study, 

Even however, the services of information are too much, the 

present Study limits these sources to sales representative, 

advertisement, special measure, companions and relatives; 

posters and showcases; organization retailers and merchants. 

The customers are solicited to rate the source from information 

at five point scale from highly essential, to not in any manner 

critical. The relegated marks on these scales are from 5 to 1 

separately.

 

Table: 5 Source of information about the service providers 

Sl. No. Source of Information 
Mean scores of the 

customers 

1. Salesmen 2.4568* 

2. Advertisement -2.1173* 

3. Promotional Measure 0.4566 

4. Friends and Relatives -0.7108 

5. Posters and Displays -0.3906 

6. Company -2.6091 

7. Retailers -2.6091 

8. Distributors 2.0856* 

 

Table 5 clarifies the mean score of various sources of 

information among the customers in GSM market. The critical 

distinction among the two groups of customers has been 

analyzed with the assistance of 't' test. The highly saw source 

of information among the youthful customers is Distributors, 

Salesmen, and Retailers, since the separate mean scores are 

3.9185, 3.8568 and 3.8081. Among the senior customers in 

GSM market, these sources of information are advertisement, 

company and limited time measures, since the separate mean 

scores are 3.9117, 3.8238 and 3.4562. With respect to 

perception on the sources of information about the service 

providers, the huge contrast among the two group of 

customers has been recognized in the perception on 

Salesmen, Advertisement, Company Retailers and 

Distributors, since the respective ‟t‟ statistics are noteworthy at 

five for each penny level.  

 

7. Variables Influencing the Choice Of The Service 

Providers 

The service supplier in the mobile telephone service 

market is picked with the evaluation of different variables 
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identified with the attributes of the services offered by the 

supplier. The customers in the mobile telephone market are by 

and large knowledgeable and the adolescent. Henceforth, they 

are better educated on the mobile telephone services and 

furthermore the service providers. Simply after the evaluation 

of different variables identified with the service providers, they 

pick a specific service supplier or they switch starting with one 

service supplier then onto the next. Despite the fact that the 

variables prompting the decision of the service in mobile 

telephone market are too much, the present Study limits these 

variables to free approaching facility, ostensible charges on 

calls, arrange scope, free SMS facility, frequent schemes, 

voice clarity, prepaid/post paid facility, ease SIM cards, brand 

picture, call holding up facility, extensive number of special 

schemes, between organize scope, low actuation charges, 

multi-media informing facility, generosity of the supplier, 

characteristic wandering facility, least security sum, lesser 

office conventions, positive expressions of mouth, expanded 

legitimacy period, higher number of included minutes, 

extraordinary/celebration offer, sensible charges on active 

calls, grouping of pinnacle and off pinnacle hours, great in 

house scope, multi-national company and separated charging. 

The customers are requested to rate the above said twenty 

seven variables at five point scale from highly differ as 

indicated by the significance given to that factor to pick the 

service supplier. The alloted marks on these scales are from 5 

to 1 separately. The mean score of the variables among the 

youthful and more established customers in Cellular market 

has been processed separately to demonstrate the 

significance of the variables. The critical distinction among the 

two group of customers has been broke down with the 

assistance of 't' test. The outcomes are given in Table 6. 

 

Table 6Variables influencing the choice of the present service provider 

     

Sl. No. Variables 

 

Mean scores of the customers 

 

  

     

     

1. Free incoming facility  -2.3089*  

     

2. Nominal charges on calls  2.7182*  

     

3. Network coverage  2.0818*  

     

4. Free SMS facility  2.1306*  

     

5. Frequent Schemes  -1.3114  

     

6. Voice Clarity  1.4049  

     

7. Prepaid/Postpaid facility  2.1142*  

     

8. Low cost SIM card  3.1108*  

     

9. Brand Image  2.1973*  

     

10. Call waiting facility  -0.6899  

     

11. 

Large number of promotional  

-0.1147 

 

schemes 

  

    

12. Inter-Network coverage  -2.8033*  

     

13. Low activation charges  -2.3917*  

     

14. Multi-media messaging facility  1.9686*  

     

15. Goodwill of the provider  -0.7108  

     

16. Natural Roaming facility  -0.3149  

     

17. Minimum security amount  -0.8084  
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18. Lesser office formalities  -1.9203  

     

19. Positive words of mouth  2.4146*  

     

20. Increased validity period  -1.9203  

     

21. 

Higher Number of included  

-0.3117 

 

minutes 

  

    

22. Special/festival offer  1.9703*  

     

23. 

Reasonable charges on outgoing  

-0.1317 

 

calls 

  

    

24. 

Classification of peak and off 

-0.2614 

 

peak hours 

 

   

25. Good in house coverage -1.5068  

    

26. Multi-national company -0.2368  

    

27. Itemized Billing 0.8685  

    

 

From Table 6, it is reasoned that the highly saw variables 

among the youthful customers in GSM market are arrange 

scope, minimal effort SIM card and voice clarity, since the 

individual mean scores are 3.9198, 3.9193 and 3.8681. Among 

the senior customers in GSM market, these variables are 

entomb organize scope, free approaching facility and national 

meandering facility, since the particular mean scores are 

3.9694, 3.9297 and 3.9144. Concerning perception on the 

variables prompting the choice of the service providers, the 

huge distinction among the two group of customers has been 

distinguished in the perception free incoming facility, nominal 

charges on calls, network coverage, free SMS facility, 

prepaid/postpaid facility, low cost SIM card, brand image, inter 

network coverage, low activation charges, multi-media 

messaging facility, positive word of mouth and special/festival 

offer, since the respective „t‟ statistics are significant at five per 

cent level. 

 

8. Conclusion 

Today, there are various cell phone service suppliers in 

the market and they offer different services with the end goal of 

versatile clients. In any case, clients prefer to profit services 

from most loved service suppliers because of different 

reasons. It is cleared that the scope region, charging 

framework, plans offered and bring down service charge and 

the portable clients are viewed as these components to choose 

the service supplier. This paper has described about the 

history, geographical information and socio-demographic 

profile infrastructureof the selected talukas and villages and 

also explains about variables influencing the choice of the 

service providers. 
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